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Utmost Flexibility 


of Operation 


of 
Water Gas Sets 


Includes 


Straight runs, Purged runs, Purged runs with Blow- 
runs, or Blow-runs without purging; and, with any 
one of these :— 


Any combination of blast time, down-run time and 
up-run time, 


Changes as small as FIVE SECONDS in any part 
of the cycle, 


Admission of oil at the best time. 





Quick changes to timing device, 
Close-up of the Indicator 
(The Cover plates over Timing Screws were removed INSTANT change to hand control ; 


for this picture.) 


THIS IS THE SERVICE 
GIVEN BY THIS CONTROL 


THE WESTERN 
Automatic Control for Water Gas Sets 
and Blue Gas Sets 


Demonstrated before hundreds at Atlantic City. 


It will prove every claim 
by a demonstration on 
“your set.” 


Inquiries solicited. 
Bulletin J-210-E 


This control will pay its own way by increasing the 
gas making capacity, by reducing the lbs. generator 
fuel per M, and by reducing the clinkering time. 


¢ )A/estern Gas 
Construction Co. 


Fort Wayne, Indiana 
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STEAMING 


GLOVER-WEST 


following results were obtained: 


COMPARATIVE RESULTS 


OVER-WEST 
Vertical Retorts 


Special Features 


An outstanding advantage of the Glover-West Continuous Vertical Retort 
is in its facility of making combined Coal and Water Gas. 


In the tests at the British Government Fuel Research Board Station, the 
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| F G Increases 
: | 
COAL— Tons per Retort per 
GU Gre vet baaee>s..s 2.82 | 2.78 2.87 2.78 Constant 
STEAM—Per cent on coal car-| | 
se ak aon ew 6 0k Nil 5.06 12.44 ees Fo nba 
GAS— Cu. ft. per Ib. ....... 5.85 | 7.33 8.96 | 10.08 72% 
Cu. ft. per Retort ...| 33,012 | 40,746 51,353 56,000 70% 
Millions BThU per ton 6.4 | 7.6 8.6 9.3 46% 
Calorific Value BThU| | 
OTN TS a 544 517 477 ef “5.24, 
Inerts in Gas Per Cent | 11.4 11.0 10.8 10.6 | Nil 
COKE— Total make in Ibs. per| | 
oe | ae 1450 1390 1330 1320 | Less by 130 








tion with 


COKE EXTRACTOR 
NO EXTRA LABOR COST 


of America, Ine. 
150 Nassau St. 








NO DECREASE IN COAL CARBONIZED 
NO INERTS ARE ADDED TO THE GAS 


NO EXTRA CAPITAL COST for water gas plant 


New York 


This means 70% of water gas can be added to the results of dry distilla- 


8460 cu. ft. of additional gas is made from 130 LBS. OF COKE. 


SESE GAS IMPROVEMENT CO. 
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Business Men Discuss Appliances 
Give-and-Take Club Takes Up the Sales Question 


By FRANK H. WILLIAMS 


The Business Men’s Give-and-Take Club, which is 
composed of alert young business men, is a middle 
west organization which meets around the dinner 
table every now and then for the purpose of dis- 
cussing topics of interest to members. The members 
both give suggestions and advice and take what is 
given. Included in the membership are retailers in 
such lines as the following: Gas appliances, women’s 
wear, men’s wear, jewelry, furniture, shoes, candy, 
tobacco, flowers, leather goods, and so on. 

Recently the discussion at the club concerned the 
selling of gas appliances and this discussion brought 
out a number of points which will probably be of 
interest and value to men who are engaged in this 
line of activity. Here are some of the more impor- 
tant things which were said at the gathering: 


THE WOMEN’S WEAR MERCANT: “It is my 
opinion that the selling of gas appliances is really a 
business which demands catering to women primari- 
ly. It is much like the women’s wear business. 
Women may buy apparel so that they will look good 
to men but they follow their own ideas as to what 

makes them look the best. And there may be a man 
behind every purchase of a gas appliance, as I’ve 
heard stated several times, but it is the women who 
decide for themselves just what appliances should 
be purchased and their decisions govern the pur- 
chases in the majority of cases. Of course, it is the 
men who pay for the appliances but the payment for 
the appliance comes only AFTER the sale is made. 
Consequently it is evident to my mind that the best 
bet in selling gas appliances is in going after the 
feminine trade strongly. 

“And in view of all this it is my opinion that the 
same things which are successful in getting women 
to buy apparel will also be successful in getting 
women to buy gas appliances. These things are 
Price, Style, Quality, Long Wear, Cost of Upkeep 
and soon. And all these things could be hammered 
home through the medium of newspaper advertising, 
window displays and direct mail advertising.” 

THE GAS APPLIANCE MAN: “What you say 
is true but there is no overlooking the fact that men 
figure quite prominently in many sales and that their 
importance in making sales is paramount in many 
cases. For instance, consider the situation in a 
family to which we recently sold a heater. The 
wife had been wanting a new heater for a long time, 


but the man wouldn't listen to it. The wife had been 
lighting the old heater early in the afternoon so 
that there would be hot water for Friend Husband 
to shave with when he came home at night. But 
when their discussion of the question of a new 
heater reached the stage where it was practically a 
quarrel, she stopped doing this. And the absence of 
hot water for shaving so annoyed the man that he 
bought a new heater at once. 

“Tn our selling of gas appliances we recognize fully 
that in the majority of cases it is the women who 
dictates the purchase, but we don’t appeal solely to 
the women because that would make our selling 
efforts lopsided. Of course, in all house-to-house 


canvassing our arguments appeal solely to the women 


because it is only the women who are at home in 
the majority of homes during the day time. But in 
our advertising and window displays we include ap- 
peals to men because both men as well as women 
read advertisements and look at show windows.” 


A Clothier’s Viewpoint. 

THE CLOTHIER: “Of course it is natural for 
our friend, the women’s wear dealer, to feel that 
women are the biggest factors in the selling of gas 
appliances. That’s because he’s in the business he is. 
He thinks that women control just about all the re- 
tail purchasing that is done. He even thinks that all 
nurchases made by men at our clothing store are 
dictated by women. And. perhaps, it is natural that 
heing in a men’s wear business I should feel just the 
other way about the proposition. I do feel that there 
is an over-emphasis on the importance of women in 
the selling of gas appliances and I do feel that men 
are by far the most important factor in such selling. 

“Let me tell you some of the reasons why I feel 
this way about it. 

“It is the men of the households who pay the 
monthly gas bills and it is the men who howl! when 
these bills go up high because of the wives having 
to use an excessive amount of gas in running such 
appliances as a heater. for instance. Consequently 
it is the men who are the most eager to correct such 
faults bv the buying of new heaters. Men are quick 
to see the dollars and cents value of getting appli- 
ances which will do work better and more cheaply, 
so there should be a strong appeal to. the men in 
all sales exnloitation work done in the selling of gas 
appliances.” 
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THE HARDWARE MERCHANT: “I’m not so 
sure about that. I’m in a men’s business myself 
and so I feel I’m qualified to speak on this topic, too. 

“Now as to the men paying the gas bills. At our 
home and in most of the homes I am familiar with, 
the women pay the gas bills out of their regular al- 
lowances so they are the ones who are most deeply 
affected by excessive bills. 


The Men Pay for Appliances. 


“And here’s the most important point of all in this 
discussion of whether or not the women or the men 
dictate gas appliance purchases—while the women 
pay the gas bills out of their regular allowances, 
the men pay for all new appliances that are pur- 
chased! 

“In other words, the more the women can cut 
down the monthly gas bills by the installation of 
new gas appliances, the less money they will per- 
sonally need to spend. Which is, naturally, a tre- 
mendous factor in making the women anxious to get 
new gas appliances in their homes. 

“Also, it is the women who operate the gas ap- 
pliances ninety-nine per cent of all the time in the 
average home. Which is another very important 
reason why it is the women who really determine 
when a new appliance is to be bought, because 
women can generally keep after the men of the 
house so strongly, when they want anything, that 
the men will eventually get what is wanted in self 
defense. And for these reasons it is my belief that 
the more strongly the gas company goes after the 
feminine trade in selling gas appliances the more suc- 
cessful the company will be.” 

THE FURNITURE MERCHANT: “Why limit 
the appeal in selling gas appliances to only the men 
or to only the women? Why not appeal to both 
sexes all the time with the strongest arguments 
which can be thought of which will strike one or the 
other? 


Both Sides of Family Interested 


“In selling furniture we feel that it is the women 
who dictate what is to be bought while it is the men 
who do the paying for it. Consequently both sides 
of the family are immensely interested in all pur- 
chases and, consequently, we never direct our adver- 
tising specifically to either sex. 

“Of course this doesn’t mean that in every bit of 
furniture we sell both the husband and wife are 
equally interested. We may sell an easy chair, for 
instance, which is desired only by the husband and 
which he alone will use to any great extent. Or we 
may sell a bureau which only the wife desires and 
which she alone will use. But still in the average 
run of sales both sides of the house are interested and 
the woman dictates what is to be bought while the 
man pays for it. 

“Now much the same sort of thing maintains in 
the selling of gas appliances, as I look at it. The 
woman decides what is needed and picks it out while 
the man foots the bill or, if he thinks the cost is too 
much, he vetoes the whole proposition. 

“So it seems to me that a double-barreled appeal, 


with the one barrel carrying all the strongest argu- 
ments possible which will influence men and the 
other barrel doing the same thing for the women, is 
the best way to make gas appliance sales mount 
higher and higher.” 

THE GAS APPLIANCE MAN: “AIl of which 
has been very interesting and helpful to me. And I 
thank you for what has been said and will use some 
of the ideas in promoting more sales.” 

And here’s hoping that all this also proves in- 
teresting and valuable to other gas appliance men as 
well. 





For Better Salesmanship 


Dr. Stanley L. Krebs, president of the Institute of 
Mercantile Art in New York and Chicago, and the 
man whom John Wanamaker employed for three 
years to lecture to a mercantile family of over 3,000 
employees, is in Denver, Colo., the guest of the Den- 
ver Civic and Commercial Association. With an 
audience of more than 500 clerks, doctors, lawyers, 
merchants, chiefs, Dr. Stanley delivered an illus- 
trated lecture on salesmanship at the municipal audi- 
torium. 

The illustrations consisted of gestures made by 
the man who had made myriads of good salesmen. 
He showed how to approach a customer, proving 
that success or failure depends a great deal on the 
approach. A salesman must approach a customer 
with the firm purpose of making a sale. The de- 
meanor must be pleasant, but not overdone. Let 
the customer do some of the dictating, but the spirit 
of fear should never hover above the clerk that hopes 
to make good as a salesman. Dr. Krebs is an opti- 
mist from Alpha to Omega and he drew a word pic- 
ture of the vastness, the greatness, of these glorious 
United States from an industrial standpoint. 

So that you may catch the whole idea in a few 
words, handle good goods, know your goods and be 
able to discuss them at the proper time, in the proper 
way; advertise consistently and you will make a 
success. 





Denver Gas Company’s Yuletide Greeting 


Attached to the gas and electricity bills for the 
month of December, of the Denver Gas and Electric 
Light Company, was an illustrated card, the size of 
a postal card. To the top left an angel watched, 
while to the top right the Star in the East shone 
brilliantly. In the center holly wreaths embellished 
a red frame and within the frame we read: 

The 
Officers and Directors of the Denver Gas 
and Electric Light Company take pleasure 
in extending the Season’s Greetings with the 
Sincere wish that thé coming year may bring 
to you Health, Happiness and Prosperity. 

The Denver Gas and Electric Light Company. 

Hanging to the right bottom of the frame was a 
stocking and to the left sound asleep on its pillow 
was a Kiddie. 
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Combating the Post-Holiday Slump 


Plans That Have Been Used Successfully 


By WILLIAM B. STODDARD 


lormerly most firms thought it was fate and re- 
signed themseives to the big post-holiday slump, 
leeling they could not expect people to buy in Jan- 
uary, when they had purchased so liberally in De- 
cember. But that notion has been thrown into the 
discard, along with a lot of others. ‘Lhe modern 
merchant knows that people will buy any month in 
the year if the merchandise is made attractive in 
price and quality. 

Hundreds ot people have received checks or actual 
cash for Christmas gifts, and you may be sure they 
are going to spend them. Why not advertise to 
these people especially? Quote quality, not price. 
‘Tell the young matron—and the older one, too, for 
that matter—that the very best investment she can 
make is a gas range, as it will serve her faithfully 
summer and winter. If the check has not been large 
enough to cover the stove, it will at least cover the 
first payment on it, and there is no place she could 
put her holiday money that would give her more 
satisfaction. 

Tell her this through the newspaper, through out- 
door advertising, through street car signs, through 
window displays, and through cards in the office. 
Never let her lose sight of the fact that you sell 
gas ranges. 

The Cleveland Co-Operative Stove Co., Cleveland, 
O., adopted an excellent plan to give additional pub- 
licity to their new line of stoves. They took pos- 
session of a large window in a vacant store on ku- 
clid Avenue—the main shopping street. Here they 
installed one of their gas ranges, and a domestic 
science expert. A complete meal was cooked in the 
window, and the bread, rolls, pie, cake, roasts, etc., 
were afterwards shown down front—being so de- 
lectable in appearance as to fairly make the mouth 
water. At intervals between the cookfests, she dem- 
onstrated the valuable points of the stove—holding 
up cards giving the name and description of each, 
and then pointing it out on the range and showing 
its usefulness. Catchy cards added to the selling 
power of the display. In the evenings a lay figure 
was substituted for the demonstrator, and the get-up 
of the model made an additional appeal to the pros- 
pective purchaser of a range. It showed a young 
housewife, in sporting togs; all ready to leave the 
house. She stood near an enameled gas range, and 
in the wall opposite was a box in which was a burn- 
ing gas jet. A sign beside it observed: “This device 
shows how the oven heat control adjusts the flame 
as the oven is hot or cold.” Ribbons run from the 
burning jet to the oven control on the actual range. 
Another large card said: 

AWAY FOR THE AFTERNOON 
The Grand Heat Control automatically turns the 
gas on or off. You can have any oven tempera- 
ture for an hour or a week—set the Grand at 
desired temperature, spend the afternoon with 

















An Attractive Window 


your friends and come home to a perfectly 

cooked meal. 

it all sounded very enticing, and presented an 
irresistible picture. Later this window was photo- 
giaphed and run as one of their advertisements, with 
the caption of the largest card, “Away for the after- 
noon. 

James Berry, Northampton, Mass., made a bid for 
New Year’s trade, as well as some of the money 
that had been received for Christmas, his announce- 
ment taking the form of a clever little jingle. Set 
in a fancy border, with plenty of white space, it at- 
tracted much more attention than sober prose would 
have done—while it had a very trade-pulling appeal 
as well: 

Come in, select your New Year’s gifts, 
They’re here in grand array, 
A wonderful selection 
To celebrate the day. 
The prices, too, will suit you. 
Just think about the cheer 
When wishing all the loved ones 
A Happy, Glad New Year. 

Such an ad could be used by any gas company, 
who, like the Peoples Gas Stores of Chicago, car- 
ried a side line of kitchen equipment, or even by 
those who wished to advertise their smaller utensils, 
such as toasters and heaters. 
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Moving Slow Sellers 

The Boston Store, Milwaukee, Wis., adopted a 
novel method of clearing out a lot of slow sellers the 
first of the. year. They called it a Score Card Sale, 
the merchandise being automatically reduced each 
day for a period of six days. Prices in the announce- 
ments were arranged similar to the score cards used 
at the racing grounds. Names of the items, with 
the amount of each offered for sale, were shown at 
the left of the space, and in the first column to the 
right were shown the original selling prices. The 
second column contained the sale price for the first 
day; the next, the price for the second day, and so 
on down to the sixth and final day. The first column 
contained radical reductions, but the prices on the 
sixth day were almost nothing. The question with 
customers interested in these goods was whether to 
buy the first day and make sure of being able to 
select what one wanted, or to wait until later, buying 
at a lower price, but being able to get only what 
was left. As a matter of fact, few people waited 
beyond the second day, and the store obtained much 
valuable publicity as well as cleaning out a lot of 
shelf warmers by their novel automatic reduction 
sale, 


Show Windows Not Neglected 

Of course, in putting on this sale they did not 
neglect their show window. Since practically all the 
articles in the sale related to cooking, they set in the 
window both a gas and an oil stove, and placed the 
group of cooking utensils around them. Each group 
had a card like the newspaper ad giving the original 
price, and the price for each day of the sale, and 
many who had not noticed the ads were induced to 
purchase upon seeing the cooking utensils displayed 
in their natural surroundings. The sale also boosted 
the sale of gas ranges, as they were shown in the 
department with the kitchen wares, and a demon- 
strator was employed all during the sale to show 
the convenience of gas, and the many steps saved by 
the use of the range. 

Another firm that held a highly successful January 
sale—has held them for several years in fact—is the 
Moorehouse-Martens Co., Columbus, O. Their plan 
is particularly adaptable to use by a gas company, 
offering valuable publicity at a season when it is 
much needed, for if people get to thinking of gas 
stoves and heaters in January they will be far more 
apt to buy them for the Easter and June brides. But 
to get back to Moorehouse-Martens. On January 
1st all of their windows bore big signs: 


GET YOUR MONEY BACK 
Some Day This Month Will Be 
REFUND DAY 
Every January We Refund Much Money to Our 
Customers 
ASK ABOUT OUR REFUND DAY 
Save Your Cash Sales Checks 
WHO KNOWS? é 
The plan was also explained in the newspapers 
and by word of mouth. The idea was that the entire 
cash sales for one day in the month would be re- 





Showing Part of a Complete Kitchen 


funded to customers. Nobody knew beforehand, not 
even the firm, what this day would be, and it there- 
fore behooved everybody to keep all their sales 
checks for the entire month. Every sale, whether 
amounting to five cents or fifty dollars, would have 
the entire amount refunded on the lucky day. It 
brought the people into the store in droves all during 
the month. People from the country and surround- 
ing towns—the sale had been advertised in many 
small town local papers—came in and made pur- 
chases of merchandise of which they had long been 
in need. They figured that it cost them no more to 
trade at this store than any other, and that they 
might get all of their purchases for nothing. There 
was nothing of a lottery nature about it, however— 
prices were not raised, nor goods of an inferior qual- 
ity substituted—it was simply giving the public a 
premium in cash instead of merchandise, and they 
were quick to take advantage of it. 

For the night of the distribution they hired an 
orchestra. Several prominent men of the city were 
on the platform and one of them drew at random a 
number from a hat—the number of all the January 
business days having been placed therein—and the 
number drawn was the date for which the refund 
was given. Naturally, every purchaser who was able 
to do so was on hand the night of the drawing, and 
after the excitement had somewhat abated a line of 
the lucky purchasers was formed, and refunds were 
immediately given. 

The firm was perfectly fair and square about the 
matter, too, and those who held checks dated the 
lucky day who were not able to be present that 
night were paid off at the store whenever they pre- 
sented their checks. In order to protect themselves 
against unscrupulous people, duplicate sales checks 
of all the sales checks made on the lucky day were 
available, and, by comparison with the check turned 
in by the customer with the checks on hand, they 
could readily see whether or not he was entitled to 
a refund. The manager of the store said it was one 
of the best sales and business-building stunts they 
had ever pulled off, and the expenses of the refund— 
which was less than 4 per cent—was charged off to 
advertising. 
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Building Business in January 


Window Displays That Are Seasonable and Attractive 


By J. B. DILLON 


A Happy and Prosperous New Year! 

From the valley; from the house-top; from the 
steeple; yes, from the very mountain top these 
cheery words will be uttered and written many times 
in the early days of 1923. 

Quite true everybody means it, but it will not be 
a happy New Year for all; no year is. 

It is our earnest wish that we will be happy and 
prosperous throughout the year, but we canot get 
something for nothing, hence it is we must strive. 

Some judge the future by the past and that is 
logical in some cases, but not in all, still an absolute 
certainty cannot, in truth, be denied; therefore, if 
we wish to succeed we must interest ourselves in 
things real and not fantastical. 

Those who persevere and reach the much sought 
for goal and now walk hand in hand with those who 
preceded them, learn that they too found the up- 
ward climb difficult and that oftentimes they were 
ready to give up, but thoughts of the future urged 
them on and then victory was theirs. 

Have you ever seen “Saving Sam,” the mascot of 
the Western Auto Supply Company? 

Saving Sam is a mythological character, a crea- 
tion of George Pepperdine, the man who, in thirteen 
vears, rose from the position of bookkeeper to the 
head of a $3,000,000 concern, and he did it by close 
application to business and not by the proverbial 
Pull. That he was close and attentive the creation 
of Saving Sam will attest and every one connected 
with the’ concern will agree that Saving Sam is the 
answer to why the firm has gone ahead regardless of 
the recent slump eleswhere. It is an idea that begets 
sales. You see the little fellow smiling right at you 
and you read the firm’s advertisements and you buy. 
Of course, the goods they sell are O. K. and their 
prices right. 

When Mr. Pepperdine was asked for a statement 
as regards business now and in the near future, he 
said: 

“Advertising is a sound asset for any business, and 
if followed consistently together with correct busi- 
ness methods no one can fail to succeed. As for the 
future and prospects following the readjustment 
period, it is safe to say the general outlook now is 
brighter than it has been in years as far as we are 
concerned. I believe this applies generally to any 
business. 

“Manufacturers are hopeful, although they admit 
the period of reconstruction has not progressed as 
tapidly as was expected. For the most part the 
public seems to be getting back on its feet. It will 
be well, however, to be optimistic, but we must be 
conservative in our expectations. While we can 


look forward to the future with great confidence we 
cannot anticipate a great deluge of prosperity just 
In other words we should not be extremists. 


yet. 


Consistent Advertising 

We now get the secret of Mr. Pepperdine’s suc- 
cess. Consistent advertising and good business 
methods. There is no patent on any of it, except 
trade marks, therefore much depends upon one’s 
self. 

Hamilton Mabie says: “Success of the real kind 
is always in the man who wins it, not by conditions. 
No man becomes great by accident. A man gets 
what he pays for, in character, in work, in energy. 
There are few really fine things which he cannot get 
if he is willing to pay the price. Men fail, as a rule, 
because they are not willing to pay the price of the 
things they want.” 

Charles Dickens wrote: “There is no substitute 
for thoroughgoing, ardent, sincere earnestness.” 

With all these authorities urging us to work and 
work hard, and our own observation and experience, 
we must admit the truth of their philosophy, and ad- 
here to their teaching if we would be prosperous. 


Let us take an inventory of the past year. Were we 
visited by a traveling salesman and did we receive 
him kindly and talk over our success or non-success, 
or did we dismiss him with a cloaked: “get out”? 


Right here there is food for thought. Unless a 
traveling salesman of a first class house,—we 
should not deal with any others—is solicitous of the 
welfare of retailers, he cannot last. Being honestly 
concerned he can and will offer helpful suggestions 
and he is in a position to do so because he sees 
and hears more than the merchant who must remain 
at home. 


Now if you haven’t in the past “opened up” and 
talked business with the “men of the grip,” then 
here is your first New Year resolution: “In the fu- 
ture I will talk business with the Drummer,” and 
then see that you do not disobey it. 


Traveling Men Can Help 

From the traveling man you can get sales-getting 
newspaper advertisements, card sign copy, window 
trims and suggestions how to create within yourself 
a pleasing personality, how to anticipate a sale chance 
and how to make the sale, what stock you need, what 
you do not need, all of which means a quick turn- 
over and success. 


Some of us may not be fortunate enough to have 
ont of these traveling business encyclopedias call 
on us, therefore we must act on our own initiative, 
so let us arrange our show window for January and 
some card copy. 

To the left of the window station an old coal stove 
with a card sign on top, 1922. To the right station 
our favorite Gas Range and on top a card sign, 1923. 
Resting on the floor, between the two stoves a large 
card sign, 
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Off With the Old and On With the New. 

As the age advances so does the art of cook- 
ery. The Gas Range sets the pace. You may 
imitate its wonderful work, but you cannot 
duplicate it. 

Come in and let us show you why and start 
you on your way during the New Year as 
the happy possessor of a Gas Range. 

Another card sign with this same exhibition would 
be: 

A Happy New Year. 
We wish all a Happy New Year, but wishing 
alone will not accomplish it; therefore we are 
offering on easy terms our wonderful ........ 
Gas Range which will make any user happy. 
Come in and let us demonstrate. No obliga- 
tions to buy. 

Other card signs and sentences that might be 
consistently used as advertising copy in the news- 
papers, are: 

A Gas Range is to the home what rest is to 
the weary—Solace and Comfort. 

Gas appliances after years of trial, test and 
competition are still leading by a wide margin. 
Many will not believe unless they see. It 
will be a pleasure to show you the merits of 
i ie inn oy Gas Range. 

A dutiful servitor is a joy supreme. A Gas 
Range is a dutiful servitor. 

And as we are opening up this January morning 
we are reminded of an old, old saying: “If at first 
you don’t succeed, try, try again” and that is just 
what we are here for and if we do not garner as 
many shekels as we had hoped for we expect to be 
happy this year by working so hard we will find the 
going a pleasure. 





Easy Installments for Gas Advertising 
By ROBERT S. MERRILL 

Getting the advertising over in easy installments 
is the effective method used by the Gas Stove Store, 
135 West Water Street, Elmira, N. Y. 

Instead of using a single large space in an issue 
of the local newspaper, the advertising is split up 
so that something appears on almost every page of 
that issue. It is not large space on each page—gen- 
erally about an inch and a half. But it is set in 
black-face type, larger than the rest of the paper, 
without headline, and consequently signals the at- 
tention of the reader. 

Thus on the first page that is accessible to adver- 
tisements is found: . 

“IT am going to put these reminders in front of 
you every day until you come and see me about 
Sh nu dabas sen Gas Range. Gas Stove Man, 135 
W. Water Street.” 

Then as the reader progresses through the paper, 
page by page, the eye is attracted by more of these 
black-typed messages, such as: 

“When hubby comes home have the house warm 
and nice. Turn the twilight hour into Paradise with 
rt ad mek) ohed > Heater. Gas Stove Store.” 





“T cut your wood. I carry your coal. I sift your 
ashes. Answer: Burn gas for cooking and heating. 
Gas Stove Store.” 


“Still water runs deep. A blue gas flame contains 
the heat. Let the Gas Man prove it to you. Call at 
the Gas Stove Store.” 





“The most skeptical people have seen our demon- 
strations on gas ranges and gas heaters and are now 
satisfied customers. Gas Stove Store.” 





“If you have got one of those clumsy old-fash- 
ioned water heaters call up the Gas Man, 1302-M; he 
will tell you what to do with it.” 





“Prepare for winter. Our Gas Ranges warm up 
the kitchen very nicely, thank you. The Gas Man.” 





“We live to learn. We learn to live. See the new 
Gas Range. You will want one right away. The 
Gas Stove Store.” 





Advertisements like these are insistent—they are 
like somebody tugging at your sleeve. You may not 
notice the first bid for your attention, but each re- 
peated pull adds to the power and the first thing you 
know you have a decided impression that somebody 
has something they are determined you should know. 

You can overlook a single large advertisement, you 
can even pass by an entire page without being con- 
scious of it. You will not see every one of the little 
advertisements, but it is not likely that you will pass 
by them all. And if one holds your attention long 
enough for you to read it and you find that it is 
lively your mind is set to stop almost automatically 
the next time one of the pleasing paragraphs appears 
Within range. 

This plan of splitting up the advertising is being 
used more extensively than formerly by some of the 
leading merchandisers in the country. It affords an 
opportunity to talk about the same article of service 
from different angles, yet clinging to the main idea 
and thereby drive home a definite impression of the 
thing advertised or the firm that advertises it. 





Tremendous Growth of Industry in Ten 


Years 

Of interest in connection with the recently published 
figures showing that gas output in Baltimore for the 
last six years was about equal to that of the preceding 
hundred years is the survey now being made by the 
American Gas Association of gas sales for the entire 
country from the year 1821 down to 1921. 

A preliminary examination of the figures already ob- 
tained would seem to substantiate the statement that 
sales figures for the ten-year period 1911 to 1921 show 
an increase greater than the sum of all the increases 
for the nine preceding decades going back one hundred 
years, or to 1821. Although these figures are not offi- 
cial as yet and will no doubt be subject to change, they 
give a very good idea of the tremendous growth in the 
use of gas within recent years. When the survey is 
completed, it will be of great value for publicity and 
customer ownership purposes. 
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By WM. H. MATLACK 


The merchandising manager of an appliance store 
makes up his specifications only after he has done a 


vast amount of “shopping” in the advertising sec- 
tions of his favorite trade magazine. The progressive 
merchandiser depends upon trade magazine adver- 
tisements to keep him informed, up-to-date in re- 
gard to new and improved appliances just as he reads 
the stories and articles to keep him informed on new 
ideas and methods being employed throughout the 
industry, in other cities, that may be employed 
profitably by him. 





| 
(A) 
No matter how hard you are striving to render 
good service and to purchase, for re-sale, only stand- 


ard, dependable, first class merchandise you cannot 
expect folks to guess what you are doing or even 


become interested, let alone enthused to the point 
of purchase, or of admitting that your company is a 
fair one or that your merchandise is wholly depend- 
able and desirable. You must advertise. I know in 
a vague, loose way that there are thing-a-ma-dings 
on the market that control oven heats and again I 
know that there are certain gas ranges equipped 
with a wonderful device known as a ............ 
which assures users of a positive efficient oven heat 
control. The reason for this difference in knowledge 
is that the latter have been thoroughly dominately 
advertised. Having them exposed to me so con- 
stantly, I feel sure they exist and must be efficient, 
and while I may be aware that the manufacturers 
assumed this dominate position for their product they 
did so rightly after conducting exhaustive tests of 








their own before offering the product to the public. 

If you get hold of a good idea don’t keep it in an 
air-tight compartment. First, give it a try out and 
if it proves a sales builder pass it on. Ideas help the 
industry. Don’t be afraid to air your ideas. Re- 
member all Columbus had was an idea; Newton, Ful- 
ton, Langley, Edison, Ford, Woolworth and Wrig- 
ley, all started with an idea. 

The gas industry is a fertile field and ideas planted 
in the pages of its trade magazines quickly germi- 
nate, with the result that the whole industry is bene: 
fited. Ideas are needed in manufacture, transmis- 
sion, distribution, accounting, finance, public rela- 
tion and merchandising. As a part of the industry 
it is your duty to air your ideas. That’s co-opera- 
tion. Forget your fears of what some folks may say. 
Suppose someone does say, “Why that’s a fool idea,” 
don’t get discouraged. Put it up to him to suggest 
a better one, ninety-nine times out of a hundred he 
will not try, but if he does, and improves on your 





% 


idea, you will have the satisfaction of having started 
something which proved of benefit to someone. Since 
the beginning of time the crepe hanger with pointed 
finger has been on the job and if you have followed 
him you will have observed that he is also the bird 
that says, “I told you so,” when an idea becomes an 
accomplishment. 

Beware of precedent, it is sometimes a chunk of 
solid ivory; this is especially true in merchandising 
where methods and merchandise develop and change 
very often and very rapidly, and which is right. No 
merchandising method is good enough to last for- 
ever. 

Someone has asked: “Why is the divided payment 
plan so highly thought of by you?” The answer is 
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First: I want to use or tie up just as little of my capi- 
tal as is possible. I want to get a turn over on my 
capital as well as my merchandise. I feel that the 
man who uses my money for a period of from six 
to twelve months (my money is tied up in appli- 
ances sold on time, unless I discount my customer’s 





Ee ==) 


Beware of Precedent 


paper) should be expected to pay for the use of 
it at current rates. (This is the reason the list 
price of appliances should be the time payment 
price, one of the reasons, which is subject to discount 
for cash.) Second: I am of the opinion that the 
greatest volume of sales are made on a divided pay- 
ment or time basis. I assume that the majority of 
home appliance buyers are somewhere between 
twenty-seven and thirty-five years old, they are mar- 
ried, have an average of 1.5 children, own or are buy- 
ing a home, have an income of between three and 
five thousand dollars a year, that they are educated 
to the value of labor saving appliances and that they 
are willing to spend around 5 per cent of their year- 
ly income for better home equipment which may pay 
for in divided payment spread over a period of from 
six to twelve months. 


The Eternal Triangle in Merchandising 

The two illustrations shown here tell the story 
of the eternal triangle as applied to merchandising. 
In the one to the right the triangle selling price is 
composed of cost of merchandise, cost of doing busi- 
ness and profit, therefore selling price must represent 
100 per cent no matter how it is arrived at. By 
building up from the invoice or building down. 





SELLING 
PRICE. 


PROFIT 


Selling price must always represent 100 per cent. 
Taking the figure to the left, this is graphically il- 
lustrated: The circle represents 100 per cent, the 
sum of the cost of merchandise plus the cost of do- 
ing business plus the profit. 

It is our purpose to lay these facts before the 
“Journal” readers only in a vague form at this time, 
when list price is being talked of on all appliances 
sold, with the idea of bringing about a general dis- 
cussion by the merchandisers of the industry. What 
have you to say? How shall the manufacturer ar- 
rive at a list price? How do you figure your selling 
price and what is the average cost of doing busi- 















ness? Can a small company, due to a lower cost of 
doing business, and with a lower rate of turn-over, 
operate with the safi@saverage profit as the larger 
company, with a h cost of doing business and 
a higher rate of turn-over? Is it not a fact that 
turn-over is, after all, more important than percent- 
age of profit per unit? 

Is it not a fact that the secret of merchandising 
success is not so much a matter of unit profit, but 
of turn-over? Is it not a fact that the merchant 
princes of this country arrived at this fact, at the 
outset of their careers, that volume can be arrived 
at only by making things easier to secure, by low 
selling price, and profit per unit was not so desirable 
as volume of sales? By keeping up the price they 
were limiting the volume to class purchasers, which 
is not generally profitable. 

The gas appliance industry is awake and going 
and all of these factors no doubt have been given 
due consideration here and there, but spotty effi- 
ciency in merchandising methods should not prevail 
and it is with the hope of starting a discussion and 
securing facts and figures that these questions are 
asked. What are your ideas—everybody in the in- 
dustry is vitally interested, let’s all air our opinions. 

While, as said at the outset, our purpose at this 
time is only to open up a discussion; is it not a fact 
that when you simply take the invoice price of your 
merchandise and add to it a certain percentage, to 
arrive at a selling price, you are just as likely to show 
a loss at the end of the year as to show a profit? 

That before adopting a selling price you should 
first of all determine your cost of doing business or 
overhead? 

That in considering your overhead you want to 
consider the service that will be rendered (adjust- 
ments, etc.), free or at cost to the appliances and be 
sure to take that into account? 

That sometimes non-advertised goods purchased 
and sold on a price basis are not nearly so good as 
advertised goods that carry a smaller profit and less 
service requirements? 

That highly advertised, well known merchandise, 
has a higher rate of turn-over and less customer 
resistence than the non-advertised goods? 

That the pages of your trade magazines reflect the 
manufacturers who have merchandise that they have 
faith in and which you need feel no hesitancy in pur- 
chasing for resale to your customers? 

That local advertising is a most valuable kind for 
you. That to make it easy for folks to buy rather 
than hard is the method to adopt, in selling house- 
hold appliances. 

That advertising builds volume, turn over, which, 
in turn, permits quantity production and low-selling 
price. 

That prices should be considered taking in all of 
the above and many other factors that enter into a 
completed sale, due consideration being taken of 
the fact that once we develop a prospect into a cus- 
tomer that we must strive to keep him as a cus- 
tomer, and that the easiest way to do this is by 
selling him only dependable merchandise, that will 
render a satisfactory service at a fair price and 
upon easy terms if he so desires. 

(Continued on Page 12) 
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How About Your Windows 


How about your windows? Are you giving them 
the same thought that you give to your other sales 
stimulants? 

The Appliance dealer should give as much 
time and thought to the planning of his window dis- 
plays as he gives to his newspaper advertising, if he 
cxpects to make them produce. 


Gas 


Window display and decoration is an art, and while 
the small dealer cannot afford to employ a profes- 
sional window decorator he can assign the work to 
some one in his organization who has some “talent” 
for this kind of work. 
market dealing 


There are numerous books on the 


with the art of window display and decoration and 
cne or two publications devoted exclusively to win- 
that the 


dow selling, but it is our belief, readers of 
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attractive 
making a 


have 
windows without additional outlay by 
study of the suggestions offered in its columns from 
time to time and an observance of a few fundamental 


the AMERICAN GAS JOURNAL may 


rules as set forth here, and which may be carried in 


the mind. 


Ten Essential Requirements 


i—In the first place no window should be dec- 
orated that has not been thoroughly cleaned. 
There must be no dead flies or sticky fly 
paper, no dust on the floor, no cob-webs on 
the walls or hanging from the ceiling or no 
finger prints on the glass. The window that 
is to attract must be first of all immaculately 
clean. 


2—The floor of the window must be “spick and 
span,” if hard wood it need not be covered, 
if it is free from scratches and dents and is 
highly polished; if a soft wood it is advisa- 
ble to cover with a rug of some solid dark 
color. Do not use crepe paper. 


3—Lighting of windows must be given careful 
study. Throw the light on your display 
and not into the prospect’s eyes. Adeequate 
light is very essential. “Plenty of light on 
the subject’ is a good slogan. 
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Throw the Light on Your Display and Not 
into the Prospect’s Eyes 


Window fixtures should be of a plain neat 
design and if of wood should be selected to 
harmonize with the floor covering and the 
window drapes. 

Drapes for the window should be a dark 
velour, deep blue and black harmonize with 
almost any appliance. Note illustration for 
a suggested use of drapes. 


-Window cards should be clean, and simple. 


Plain letters and a few words enable the 
prospect to make a flash reading, and that 
is all you should expect and desire from 
them, a quick register which not only at- 
tracts attention to your merchandise but 
leaves a lasting impression. Window “prop- 
erties” other than cards, taborets for ap- 
pliances and other scenic “properties” like 
potted plants should be chosen with care 
as to color and design. 











Better Business 
to us means the 
complete and 
Successful Serving 
of our patrons. 


is a faithful Servant. 








City Gas Company 





























—Stock or merchandise displayed should be 


limited to the fewest number of units pos- 
sible, never cram the window full. If, for 
instance, you wish to “show” the construc- 
tion or mechanical details of an appliance 
use just enough detail to properly present 
your appliance, being very careful not to 
make it appear complicated to the prospect. 
(Continued on Page 740) 
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One Minute, Please! 


If it were true, as some business men seem to think, 
that salesmanship is composed of ninety-nine per cent 
talk, then a phonograph would be the greatest sales- 
man in the world. 

Whatever you are selling: services, goods, your 
house and lot, a life insurance policy, let the victim do 
a little talking. In that way you will learn what he 
wants, and therefore what features to bring to the front, 
what advantages to present most forcibly. You will 
make him feel that he is getting his own way, instead 
of having something crowded upon him. | 

Many of the greatest actors have been known in the 
profession as remarkable listeners. That is, they were 
able to throw into their actions when another was 
speaking, a force that got their part over even better 
than when they themselves were speaking. 

It is a wonderful thing to be able to listen and to know 
when not to talk. To know what to say and when to 
say it is important for the man with something to sell. 
But it is not less important to know what not to say and 
when not to say it. 

Anybody with a tongue can talk a steady stream, 
even when he has nothing to say. But it takes brains 
to keep quiet and let the other fellow talk until he gives 
himself away or until he gives you the lead you want. 

You have listened to me for a minute. Now you 
can talk. 

I thank you. 

FRANK FARRINGTON 
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A. G. A. Committee Offers Splendid 


Suggestions 
The Sales Stimulation Committee of the Commer- 


cial Section of the American Gas Association has 
started its work for the year of 1923 with some very 
splendid ideas that should be of service to the Sales 
Departments of gas companies. The announcement 
made by the committee shows that the committee is 
preparing for a record year and its plans are such 
that they can be applied by the small as well as the 
large organizations in our industry. 

A feature that particularly appeals to us is the an- 
nouncement that the committee will work in close 
harmony with the Manufacturers’ Section of the As- 
sociation and that every salesman will be asked to 
become a force for the pushing of sales. Thus, if the 
committee through its investigation, finds that a cer- 
tain appliance should be pushed during a given 
period, all salesmen, regardless of the article they 
handle, will be asked to join in creating interest. Of 
course, this work will be retroactive, for when it 
becomes the turn of another appliance to be featured 
the same plan will be carried out. 

This sort of work will result in increased business 
for all lines of appliances and it is bound to create 
interest among sales managers. 

We understand that it also is the object of the 
committee to arouse interest in the sale of appliances 
Ly small companies. According to the committee, 
the plans will be so arranged that any company, re- 
gardless of size, will find in its suggestions much 
meat for action. The result is going to be that where 
it can be applied by small companies, it can be 
undertaken by larger organizations. 

This year holds every promise of being a record one 
from every standpoint, and with a united industry in 
back of every activity there can be only the one 
result. 





The Value of Demonstrations 

Many gas companies recently have been devoting 
considerable time to demonstrations of appliances. 
These demonstrations have usually taken the form 
of imvitation meetings which have been addressed 
by cooking and heating experts and they have been 
largely attended by housewives, who have shown 
keen interest in the proceedings. 


One of the direct results of these activities has 
been that sales have increased and there has been 
« request for future meetings of the same kind. 

In last week’s issue of the AMERICAN GaAs JOURNAL 
there was reported by our Pacific Coast represen- 
tative a demonstration held in Portland, Ore., which 
was presided over by a famous chef. The result, 
as pointed out by the sales manager of the com- 
pany to our representative, was that the women of 
that city evinced new interest in cooking. 

Such work as this is constantly being carried on 
by the Peoples Gas and Coke Co., Chicago, and 
splendid results are always achieved. 

No matter what the size of the company, some 
such demonstration can be carried on and will be 
found to be well worth while from every stand- 
point. 

By announcing the time and place of the meeting” 
sufficiently in advance, great enthusiasm can be 
worked up and even the newspapers will be inter- 
ested, for it will be real news. The lecturer must 
be prepared to answer all sorts and kinds of ques- 
tions, many of which may seem to be foolish, but 
it must be remembered that everybody is not thor- 
cughly familiar with the appliances that are used 
and that this work is really educational. 





Using the Radio 

The news columns of this week’s issue of the 
AMERICAN GAS JOURNAL carry the news of the instal- 
iation of a radio by the Rochester (N. Y.) Gas 
and Electric Corporation, and while no official an- 
nouncement has been made, it is surmised by the 
local newspaper that this will be used for spread- 
ing information regarding the service of the com- 
pany. 

Surely, this step is progressive enough to satisfy 
anybody, and we will watch with a great deal of 
interest how this experiment works out. We con- 


gratulate the Rochester Company on its wide- 


awakeness. 
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Here and There in Selling 
(Continued from Page 8) 

A study of the specialty shops will give you 
ideas to apply to your specialty windows. 
8—Study color schemes and avoid “clashing” 
colors in your display. A good rule to fol- 
low is to employ not more than two colors 
in connection with your “scenery and prop- 

erties.’ ’ 

Window backgrounds are very important. 

See that your background is high enough 

to avoid “a peep behind the scenes.” See 

that there is a background at least part-way- 

up on your windows, above the eye level 

of the passerby. Open backgrounds confuse 

the picture. 

10—Avoid taking up too much valuable display 
surface on the glass of your windows with 
company signs. Don’t gum up your main 
windows with “decals.” or advertising signs 
or cards of anything foreign to the mer- 
chandise you are displaying. 


9 
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Avoid Great Glaring Window Signs and 
High Window Bases 
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Final—Plan your exhibit, work out all details, 
remember your window is a stage and that 
the merchandise is the actors. Give them 
a proper setting and support. Your play 
is “Happy Home Work” efficient, eco- 
nomical servants, your appliances, must ap- 
pear in a natural setting, a homelike atmos- 
phere must prevail. 

Potted plants make good “properties.” 

A grey card with black or white letters is 
always attractive. 

Plan your window display. Remember that 
a great many sales are made for the sole 
reason that “I saw it in a window.” 





Gas Heating a Success 
The Denver Gas and Electric Light Company are 
advertising around Christmas time: “Gas for Heat- 
ing Homes in Denver is proving a success. We can 
still take care of a limited number of installations, 
but you should act at an early date if you want to 
be one of them.” 











¥ 


Company Had One Meter Book 
It sometimes takes a photograph to convince a 
person that he has grown during a certain period, the 
same might be true of a company so we are showing 
a picture which speaks for itself. The photo shows 
the first meter book of the Northampton Gas Light 
Co. in 1858. The company had only 112 meters at 
that time and from all indication a new book was 
required every 3 months because there is only space 
in the book for 3 readings. Today the company has 
4120 meters and 24 meter books are required. We 
might add that on the last page of this book there 
are several notations which were made by the meter 
readers when he received complaints. This shows 

that service talked even in those early days. 





























January 6, 192: 


AMERICAN GAS JOURNAL 























Syds Scribb 


nds 4 











Let’s suppose for just a minute 
President Harding was away. 
And suppose that in his absence 


You, yourself, were holding 
sway. 

Would you let those foreign coun- 
tries 


Their hard luck stories tell, 
Then loan them countles millions? 
Sure you would—like hell. 


Would you let the men in Congress 
Run this country at a loss? 

Or would you say a word or two 
To show them who was boss? 

In making your appointments, 
Would you let the leaders yell 

And turn down all ward healers? 
Sure you would—like hell. 


Would you go out on the golf links 
In a nobby, knicker suit 
And refuse to let photographers 
Snap you while you shoot? 
Would you turn down interviewers 
When you had big things to tell 
Just because you knew they’d print 
it? 
Sure you would—like hell. 


Service 

Clare N. Stannard, general man- 
ager of the Denver Gas and Elec- 
tric Co., is a Rotarian. The motto 
of Rotary is “He Profits Most Who 
Serves Best.” 

Rotarian Stannard believes in mot- 
toes. Over his desk he has one which 
says: “Do It NOW and Do It 
RIGHT.” 

Well, last week Clare Stannard 
made a talk to the Denver Rotary 
Club on “Cities Service.” After he 
had finished and just before adjourn- 
ment the Good Fellows’ Club of the 
organization asked for bright, shiny 
quarters to put in the Christmas 
stockings of some poor kiddies. 

Rotarian Stannard remembered the 
Rotary motto, he also thought of the 
one over his desk, and he smilingly 
handed out just four hundred quar- 
ters as his contribution. 

Now that’s what I call practicing 
what you preach. 


Can You Do It? 
Just after dinner every night, 
Beneath his shaded ’lectric light, 
The kiddies gather ’round and say: 
“Oh, Daddy, what's the news today ?” 
He grasps his paper in his hand, 
Then clears his throat to beat the 


band, 
And then he starts at column one 
To read the news from Washington. 


It takes his patience, every ounce, 


When foreign names he must pro- 
nounce. 


Now there’s Lausanne, Samothrace, 


Ghent, 
And other places envoys went. 


The kiddies say, “Pa, read some 
more,” 

And then down column two he'll 
pore. 


At Ordeghelm a glider flew, 
The Bolshevicks up Aershot "blew. 


The kiddies thought their daddy 
bright 

Until he read to them one night 

The news of several towns and men 

Divided ’mongst some countries ten. 

ten different 


He could not speak 


tongues 
With just one simple pair of lungs, 


And though he tried with might and 
main, 


He hurt his tongue and bruised his 
brain. 

I guess he should go back to school, 

Take up his slate, pencil and rule, 

Geography and other things 


That boyhood and the schoolroom 
brings. 


And then, perhaps, if he’s real bright, 


He'll read the front page well some 


night. 


Proverbial Straw 


A well-known peddler of gas 
heaters (name on _ application), 
while on a business trip, spent a 
very restless night in a small town 
hotel. On coming down to break- 
fast the next morning the proprietor 


met him in the office and asked: 
“Did you get enough sleep last 
night ?” 

“Sleep? . I didn’t sleep at all. 


What in the world are your mat- 
tresses stuffed with?” 

“Stuffed with? Why, man, the 
very best straw we can get.” 

“Oh, now I understand,” said our 
peddler. 

“Understand what ?” 

“Where that straw came from that 
broke the camel’s back.” 


Build It Now 


If you want to build a cottage, 
Why, go and build it now. 
If you haven’t got the money, 
Why, just build it anyhow. 


They say lumber is much cheaper 
Than it’s been in many a day, 

And brick has dropped to nothing, 
So all the papers say. 


So I think I’ll build a castle 
For my lady love, so fair. 

I haven’t got the wherewith, 
So I'll build it in the air. 














—— 
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Public Utilities Securities Market 


Report 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


Jan. 4, 1923 


Company. Maturity Bid Asked 
American Lt. & Trac. Co............Five Year 6s......... May 1, 1925 109% 110% 
Brooklyn Union Gas Co............ First Consol. 5s......May 1, 1945 9454 96% 
Columbia Gas & Elec. Co.......... EE Oe ons ¥iwad inde. May 1, 1927 954% 97 
Consol. Gas, Elec. Lt. & Pr. Co. of 
NU. Bis sik hdd cis wie ac aes First Ref. 714s....... Dec. 1, 1945 110 111 
Consol. Gas, Elec. Lt. & Pr. Co....General 41%4s......... Feb. 14, 1935 92 93 
New Amsterdam Gas Co............ Pirst Consol. 5s...... Jan. 1, 1948 ot 86 
Denver Gas & Elec. Co............. Gen. (now Ist) 5s....May 1, 1949 9214 94 
Pabtott-Gier Glo Coie ss sikn « citinc'e ed PU cede pecsisse Jan. 1, 1923 _ _ 


Equitable Illum. Gas Lt. Co. of 





PND: nitkbcdse nBenwnes Melee ee a ee Jan. 1, 1928 101% 103 
Hudson County Gas Co............ | eee Nov. 1, 1949 92% 93% 
Laclede Gas Light Co............... Ref. & Ext. 5s....... Apr. 1, 1934 924% 93% 
Louisville Gas & Elec. Co.......... First & Ref. 7s...... Called Dec. 1. 100 — 
Michigans’ Laght Coe. oc oc. ccvcwceccce First & Ref. 5s...... Mar. 1, 1946 91 92 
Milwaukee Gas. Light Co........... co May 1, 1927 923%, 93% 
Pacific Gas @ Elec. Ob..........%s6 Gen. & Ref. 5s...... Jan. 1, 1942 93 93% 
Pacihe Ges & Edie. Go. ..0.cccccisc First & Ref. 7s...... Dec. 1, 1940 105% — 
Gok: Kee & Thee: Cettics i vvcecssvccs Unif. & Ref. 5s...... Nov. 1, 1937 975% 98% 
Peoples’ Gas Lt. & Coke Co........ Refunding 5s.........Sept. -1, 1947 92 93 
Chicago Gas Lt. & Coke Co........ es July 1, 1937 95% — 
Portland Gas & Coke Co........... First & Ref. 5s...... Jan. 1, 1940 90 
Seattle Lighting Co.............+6. Refunding 5s.........Oct. 1, 1949 83 85 
Southern California Gas Co........ | Sea Nov. 1, 1950 97 99 
Utica Gas & Electric Co........... Ref. & Ext. 5s....... July 1, 1957 91% 92% 
Washington Gas Light Co.......... General-Ge........... Nov. 1, 1960 95 %% 
Western States Gas & Elec. Co. of 

EE > on 6b xskcaaeteenenend First & Ref. 5s...... June 1, 1941 91 93 
Standard Gas & Electric New Sound and approximately 73 per 


Utility Merger 

Earnings of Standard Gas & Elec- 
tric Co. for 1922 have been the best 
in its history, net being approxi- 
mately 13 per cent in excess of 1921 
Gross for 12 months ended October 
31, 1922, was $36,726,524, an in- 
crease of $1,498,855. As November 
and December represent two of the 
heaviest months of the year, final 
showing for 1922 is expected to be 
a record, 

Management has just announced a 
merger of three operating subsidiar- 
ies, Puget Sound Gas Co., Tacoma 
Gas & Fuel Co. and Mountain States 
Power Co. The latter will be the 
parent company of the consolidated 
group. 

Standard Gas & Electric owns 
about 73 per cent of the preferred 
and common stocks of the Tacoma 
company, 81 per cent of Puget 


cent of Mountain States Power. 
Provided Mountain States Power 
has acquired the balance of the out- 
standing stock of the other two com- 
panies by December 31, 1922, Stand- 
ard is to receive one share of Moun- 
tain States common stock for each 
share of common of Puget Sound 
and Tacoma Gas. While it has the 
right to exchange its preferred hold- 
ings of the Tacoma and Puget Sound 
companies share for share for Moun- 
tain States preferred, it has elected 
to exchange these holdings on the 
basis of two shares of Mountain 
States common for each share of 
Tacoma and Puget Sound preferred 
It has also elected to exchange 12% 
per cent of its present preferred 
holdings of Mountain States for the 
common on basis of two shares of 
common for each preferred. Com- 
mon stockholders of the two com- 


panies may exchange share for share 
for stock of the Mountain States. 

It is believed a dividend distribu- 
tion on the non-par value of Moun- 
tain States common will be inaugu- 
rated early in 1923, when the con- 
solidation is completed. 


Will Continue Monthly 
Dividends 


The board of directors of Cities 
Service Company have unanimously — 
voted to continue the policy of pay- 
ing regular monthly dividends on 
the common stock, instead of declar- 
ing out a large stock dividend at this 
time. At the same fime regular divi- 
dends on the preferred and preferred 
B stocks of the company were de- 
clared. All of the dividends are 
payable February 1 to stockholders 
of record January 15. 

Henry L. Doherty, president of 
Cities Service Company, in com- 
menting on the distribution of a large 
stock dividend at this time, said em- 
phatically that the board was satis- 
fied that neither the present congress 
nor the newly elected congress will 
impose any such drastic tax on the 
surpluses and stock dividends as has 
been generally feared. In addition 
he said that the Board was satisfied 
as well that a dividend action at this 
time under the present law is not 
clearly beyond the power of being 
taxed retroactively by a subsequent 
tax law. 

In his letter to stockholders Mr. 
Doherty said that the officers of Cit- 
ies Service Company had laid before 
the board all of the facts bearing on 
a dividend plan, and that the board 
was advised that the Cities Service 
situation viewed from every stand- 
point showed plainly that the com- 
pany was in position to declare a 
large stock dividend or to maintain 
the present dividend rates indefinite- 
ly, this opinion being based upon a 
thorough survey of the property 
values of the company, its book sur- 
pluses, its budgets and its earnings. 
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Gas Co. Has Radio Station 

The Rochester, N. Y. Times-Un- 
ion of December 28, 1922, published 
the following: 

Successful testing by radiophone 
8XQ, owned and operated by the 
Rochester Gas & Electric Corpora- 
tion, marks a distinct step in the 
radio field. While no announce- 
ment is authorized by officials of the 
company, it is believed that the ra- 
diophone will be used for a new 
form of advertising and creation of 
good will. It is probable that the 
“good will advertising” will be sent 
out in the form of interesting lec- 
tures pertaining to the use of gas 
and electricity and gas and electrical 
appliances. 

The new radiophone was heard 
distinctly by Rochesterians and con- 
siderable curiosity was aroused over 
the entrance of the corporation into 
the broadcasting field. 

“What is the purpose of the new 
station?” a reporter asked an official 
of the company this morning. 

“We do not care to divulge that 
information at this time; everyone 
will know when we start to broad- 
cast,” was the reply. 

The radiophone, which is now in 
the experimental stage, was built by 
Charles Nichols, of the electric me- 
ter experimental department. Mr. 
Nichols is well known in local radio 
circles. He is-supervising the test- 
ing. 

When the apparatus was perfect- 
ed application was made to the De- 
partment of Commerce through the 
radio inspector’s office at Detroit for 
an experimental license, which was 
granted. The license covers experi- 
mental broadcasting on any wave 
length desired. In order not to in- 
terfere with established broadcasting 
stations and amateurs, the company 
has designated a wave length of 290 
meters for its testing period. 

The testing is not done on sched- 
ule and it was said at the company’s 
offices this morning that it was not 
known when the apparatus would be 
tested again. It was stated that the 
testing was satisfactory. 





New Jersey Association in 
Midyear Meeting Jan. 17 


The midyear meeting of the New 
Jersey Gas Association will be held 
Wednesday, Jan. 17, at the office of 
the Public Service Gas Company, 
Trenton, N. J., according to an- 
nouncement just sent to the mem- 
bers by Harold E. Mason, secretary 
oi the association. 

S. J. Franklin, manager of the 
Cumberland County Gas Company 
at Millville, chairman of the Papers 
Committee, has arranged for a pro- 
gram that will be devoted to the men 
who actually install and maintain ap- 


pliances. 
C. Edwin Bartlett, of the Enter- 
tainment Committee, fixed upon 


Trenton as the most central location, 
and January 17th as the best time to 
secure the largest attendance of 
members. 

The two joint committees have ar- 
ranged for the following program: 

Session convene at 11 A. M. 

Thomson King, sales manager of 
the Peerless Heater Company, Pitts- 
burgh, Pa., will talk on “House 
Heating by Gas.” 

Luncheon 12 to 1.30. 

At the afternoon session, Stanley 
Grady, Secretary of the Roberts and 
Mander Stove Company, will tell us 
just what the “A. G. A. Specifica- 
tions” really mean. 

Jesse Stetser, of the Welsbach Co., 
will talk on “Gas Lighting.” 





Baltimore Rate of 92 Cents 
Continued Until April 1 


Baltimore, Md. — An order ex- 
tending the existing gas rates of the 
Consolidated Gas Electric Light and 
Power Company until April 1, 1923, 
unless earlier modified by the final 
order in the pending investigation of 
the company, has been issued by the 
Public Service Commission. 

The present primary rate is 92 
cents and was first granted as a tem- 
porary rate July 1, 1921, when the 
Gas Company made application for a 
rate increase to’ $1.15. On April 1, 





1923, it expired, and was then ex- 
tended until January 1, 1923. 

The investigation of the rates, 
service and affairs of the Gas and 
Electric Company, which was under- 
taken this month by the Public Serv- 
ice Commission, will not be resumed 
until Tuesday, January 9, and it is 
hardly probable that it will be com- 
pleted before the early part of Feb- 
ruary. The present rate will there- 
fore continue in effect until the in- 
vestigation has come to an end and a 
final order is issued. 

The Commission has not yet taken 
up the question of valuation and cap- 
italization, on which the permanent 
rate will largely depend. 


Large Consumption of Gas 
Christmas in Danville 

Danville, Va. — Danville’s con- 
sumption of gas on Christmas Eve 
was the greatest in the history of the 
city’s gas works, over half a million 
cu. ft. being used. This was largely 
consumed in the preparation of 
Christmas dinners. The gas works 
chart showed that 562,000 cu. ft. of 
gas was consumed on Christmas 
Eve. Last year on that day 519,000 
cu. ft. was consumed. 


Reduction of Five Cents in 
Boston Feb. 1 

Boston, Mass.—The Boston Con- 
solidated Gas Company has notified 
the State Department of Public 
Utilities that beginning February 1 
it will put into effect a reduction of 
five cents per thousand cu. ft. in the 
price of gas. The existing rate is 
$1.30. On June 1 the rate was re- 
duced from $1.35 to the present rate 


Gas Plant Improved 

Jackson, Tenn.—The Citizens Gas 
Co. has just finished improvements 
on the plant costing $2,000 or more 
according to Manager Al Kirsting. 
The improvements consist of new 
machinery that will aid in giving bet- 
ter gas service here. A new turbo- 
blower is chief of these. 
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Asks Leave to Cut Gas Price 
to Quincy Company 
Boston, Mass.—The Boston Con- 
solidated Gas Company filed a peti- 
tion seeking approval of a proposed 
reduction of 10 cents in the price 
paid to the company for gas sold to 
the Citizens’ Gas Light Company of 
Quincy. Under a contract between 
the two companies made June 6. 
1921, the Quincy company pays 87% 
cents per 1,000 cubic feet and the 
Boston company seeks approval of 
the commission to revise the contract 
so that the price may be reduced to 
77% cents per 1,000 cubic feet. 


U. S. Cast Iron Pipe Co. Gets 
Big Contract 


Birmingham, Ala.—A new Bir- 
mingham product was marketed and 
the United States Cast Iron Pipe & 
Foundry Company scored a point in 
favor of the new centrifugal pres- 
sure pipe made at its North Bir- 
mingham plant under the DeLavaud 
system of manufacture, when it 
landed a contract last week for fif- 
teen miles of 6 to 12-inch pipe for 
the city of Alexandria, La. 

The DeLavaud pipe was favored 
over both the other kinds. Four 
DeLavaud machines for casting pipe 
were installed this year in the North 
Birmingham plant. The DeLavaud 
pipe is lighter and thinner than the 
ordinary pressure pipe, but stands a 
higher pressure. It has stood as 
much as 2,500 pounds per square 
inch. Moving pictures of the new 
centrifugal process have recently 
been taken at the Birmingham plant 
by the Pathescope Company of Am- 
erica, and are being shown over the 
country for the purpose of educating 
the trade as to its merits. 


Company Shall Not Be forced 
to Furnish Gas 

Oklahoma City, Okla~—-The Ok- 
lahoma Natural Gas Company can- 
not be compelled to furnish citizens 
of Chickasha with natural gas, so 
long as the company’s supply is not 
more than sufficient for its present 
customers, according to a supreme 
court decision handed down recently. 

Chickasha citizens sought to force 
the gas company to supply gas in 
Chickasha, and the company re- 
fused on the grounds that to do so 
would reduce gas pressure below the 
four-ounce minimum fixed by the 
state corporation commission, and 
would amount to a confiscation of 
property. 


Permit Issued for New Gas 
Plant 


Columbus, Ga.—A permit for the 
new building at the local gas works 
to replace the one destroyed last 
September by an explosion was is- 
sued to the Columbus Electric & 
Power Company, the work to be 
done by the West Point Iron 
Works. 

At the time of the explosion, 
Foreman A. M. Spencer and four 
negro workmen were injured, but 
since that time all have recovered, 
it was stated. 

The building, as noted in the per- 
mit, will be 55 by 21.9 feet, and will 
be built of stucco to harmonize 
with the other buildings of the 
plant, and will cost $5,400. The 
walls will be of brick and 12 in- 
ches thick. Fireproof asbestos 
roofing will be used. Besides the 
building itself some _ re-arrange- 
ments of the piping will be made. 





Describes “Artificial” Anthra- 
cite” 

Birmingham, Ala., December 29. 
—H. W. Beatley, of New York, 
vice-president of the Industrial By- 
Products Company, Inc., visited Bir- 
mingham this week, where he made 
an inspection of the manner in which 
coal is used in industries. While 
here he had something to say of “Ar- 
tificial Anthracite,” and the control 
of the smoke nuisance. He declared 
that his product burns without smoke 
or odor and produces more coal than 
anthracite. In explanation he said: 

“The calcareous binder, together 
with the hydrogen-carbon-oxygen 
and calcium carbine, produce a per- 
fect combination, utilizing all the 
heat energy in the fire box instead of 
distilling them off and losing them 
up the stack. Coal to the average 
individual means merely a good 
thing to burn to produce heat. It is 
not generally known that a high 
volatile bituminous coal contains 
about $14 worth of useful commodi- 
ties, and that the process of extract- 
ing these valuable by-products is 
simply a matter of distillation. 

“Modified by-product plants, sim- 
pler than by-product coke ovens ex- 
tracting all the valuable oil and pro- 
ducing a carbonized residue, are lo- 
cated near the points of utilization 
to be drawn from a coke industry. 
We find that the producing ‘Artifi- 
cial Anthracite’ is only one of two 
solutions to the problem of develop- 


ing an adequate smokeless fuel from 
bituminous coal. 

“The idea is to separate the heat 
or energy producing portion of the 
coal from the constituents valuable 
as commodities, and dispose of the 
two groups to the mutual advantage. 
‘Artificial Anthracite itself would be 
useful for steam raising and there- 
fore offers to industry the same ad- 
vantage that it holds for domestic 
purposes, including possibilities if 
fully used of making our cities and 
railways completely smokeless.” 


Amarillo Gas Co. Moves Into 


New Home 

Amarillo, Tex.—The Amarillo 
Gas Company has moved into its 
new home at Third and Taylor 
Streets. 

The building cost about $30,000 
and is modern in every detail. It 
was constructed especially as a gas 
office for the expediting of business 
and the convenience of customers. 

Four windows for the transac- 
tion of business are provided. The 
office will be open on week days 
from 8 to 5 and on Sundays from 
8 to 1. 

Offices for rent are available in 
the new building, the main room 
only being occupied by the gas 
company. 


New Gas Rate in Ala. 

Birmingham, Ala.—New gas rates 
which provide a reduction where the 
amount consumed is in excess of 
5,000 cubic feet a month is pre- 
scribed and ordered to be placed in 
effect by the Tri-City Gas Company 
of Gadsden, Ala., in an order issued 
by the Alabama Public Service Com- 
mission last week. The order is 
based on a petition of the gas com- 
pany to reduce its rates, which was 
approved by the Gadsden City Coun- 
cil. 

The new schedule of rates which 
went into effect January 1 is: First 
5,000 cubic feet of gas, $2 per 1,000; 
second 5,000 cubic feet of gas, $1.75; 
third 5,000 cubic feet of gas, $1.50: 
above 15,000 cubic feet of gas, $1.25 


To Add to Distribution 


System 
Birmingham, Ala. — The Hunts- 
ville Gas Company is preparing to 
make extensive additions to its pip- 
ing system at Huntsville, Ala. Ex- 
tensions will be made to the outskirts 
of the city, according to Manager 


C. J. De Meers. 
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Fixing Gas Rates 


Birmingham, Ala. — A tentative 
valuation of $1,700,000 placed upon 
the property of the Mobile Gas 
Company in an order issued by the 
Alabama Public Service Commission 
on July 24, 1922, was made final in 
a second order in the case issued last 
week. This is a reduction of $269,- 
565 from the tentative valuation. 
Since the issuance of the first order, 
the commission has considered the 
testimony submitted during the 
course of a formal protest by the 
gas company against the tentative 
valuation, in which protest it was 
contended that the valuation was too 
low. 

Both the matter of the commis- 
sion’s valuation and another order 
reducing the rates of the Mobile Gas 
Company are now before the federal 
court, formal protest having been 
made to that tribunal against both 
orders of the state commission. 
These. protests asked that a master 
be appointed by the court to hear 
testimony in support of the gas com- 
pany’s contentions in each case. 

In compliance with this request 
the federal court appointed S. H. 
Dent, of Montgomery, to hear the 
testimony, and January 9, 1923, has 
been set as the date for this hearing 
When all of the testimony is in, the 
master will file a finding of facts 
with the court in both cases. 


Gas Company Sues for Osage 


Oil Land Leases 

Muskogee, Okla—Damages of $4,- 
066,782 are sought in a suit filed in 
Federal Court here by the Kansas 
Natural Gas Company, its subsidiary, 
the Marmot Mining Company and 
the Empire Natural Gas Company 
against the Owen-Osage Oil & Gas 
Company, a Delaware corporation. 
The litigation involves leases to 165,- 
760 acres of Osage Indian land. 





Grand Rapids, Mich., Gas Co. 
Report 

Grand Rapids, Mich.—The Grand 
Rapids Gas Light Co.’s net earnings 
during November amounted to $37,- 
135.50 as compared to $32,241.90 for 
the same month in 1921, according 
to its monthly report filed with City 
Manager Fred H. Locke. The com- 


pany states the total number of its 
subscribers is 38,170, a gain of 1,026 
during the month. The average cost 
of coal was $7.88 per ton during No- 
vember, the report says. 


Chemists Form Partnership 

John Morris Weiss, until recently 
director of development of the Bar- 
rett Company, and Charles Raymond 
Downs, formerly chief chemist of 
the Barrett Company, and more re- 
cently engaged in special plant de 
velopment work at the Buffalo plant 
of the National Aniline and Chemi- 
cal Company, have formed a part- 
nership as consulting chemists and 
chemical engineers under the name 
of Weiss & Downs. They have taken 
an office in the Chemists’ Building 
at 50 East 41st Street, New York 
City, and will shortly have labora- 
tory facilities available there. Both 
of them are known for their many 
inventions in the fields of coal-tar 
products, synthetic organic chemi- 
cals and catalysis. Recently they 
received an award of the Howard N 
Potts Gold Medal from the Franklin 
Institute for the production of ma- 
leic acid by the catalytic oxidation 
of benzene. 


Will Build Coke Oven Plant 


Birmingham, Ala.—Walter Moore 
president of the Empire Coal Com- 
pany, announced this week that the 
company would erect a $1,500,000 
coke oven plant in the Empire coal 
fields of Walker County. About 40 
by-product coke ovens will be pro- 
vided. Mr. Moore is in New York 
this week, where plans for the plant 
are being worked out. 

The gas generated by the by-prod 
uct plant will be used for power pur 
poses, Mr. Moore announced. The 
new plant will be completed in July. 
The company now operates bee-hive 
coke ovens at Empire, in Walker 
County. 


Finds Use for Carbon 


Monoxide 

Birmingham, Ala. — Discovery 
that acetylene, oxygen, carbon mo- 
noxide and sulphur dioxide may be 
used in precoloring satsuma oranges 
was announced this week by Dr. W. 
A. Gardner, professor of botany at 
the Alabama Polytechnic Institute at 
Auburn, Ala. Research work on the 
precoloring of satsumas was taken 
up by Dr. Gardner at the request of 
the Gulf Citrus Exchange and Gulf 
Coast Produce Exchange, both of 
Mobile. Ala. 

Dr. Gardner states that heretofore 
the satsuma growers have been us- 
ing exhaust gases from oils and gas 
oline for precoloring oranges and 
that similar methods have been used 


by the orange growers of California. 
lis discovery that acetylene, oxygen 
carbon monoxide and sulphur diox 
ide are capable of producing the de- 
sired change is expected to have an 
important economic effect on the sat 
suma industry in South Alabama. 


Will Build New Plant 

Birmingham, Ala.—Erection of a 
new pipe plant to cost $45,400 by the 
McWane Cast Iron Pipe Company 
was provided by a building permit 
issued by the city building inspector 
of Birmingham. The Ingalls Iron 
Works has the contract for the new 
plant, of which J. R. McWane is 
president. 


Form New Oil Companies 

Birmingham, Ala.—Two new oil 
companies filed articles of incorpora 
tion this week with the Secretary of 
State. The Intercoastal Oil Com 
pany, of Dothan, Ala., was organized 
with a capital stock of $15,000, all 
paid in, for the purpose of purchas 
ing oil and gas leases and drilling for 
oil and gas in South Alabama. The 
Florence Oil Company, Florence 
Ala., with authorized stock of $15,- 
000 and a paid-in capital of $6,000 
organized with authority to engage 
in oil development work. 


Renovo Gas Plant Will Be 
Sold at Public Sale 

Renovo, Pa.—The plant of the 
Renovo Consolidated Gas Company 
consisting of a brick building and 
equipment, eleven lots, a two-storv 
brick dwelling at Drocton, 3,000 val 
lons of gas oil, 90 tons of anthracite 
and bituminous coal, tools, pipe. 
wharf, railroad siding, etc., will be 
sold at public sale at the sheriff’s of- 
fice in the Court House in this city 
Saturday, January 20, subject to an 
indebtedness of $34,050 in outstand 
ing bonds. 


Former Gas Man Opens 
Jewelry Store 


Major James T. Duane. formerly 
salesman for the Clinton Gas Light 
Co., is opening a jewelry store in 
Clinton. Its fixtures and furnishings 
are worthy of a city much larger than 
Clinton. 


To Build Gas Plant 


Taylor. Texas——Plans are being 
completed for the installation of 
a gas plant at Taylor, similar to 
the one operated by the Austin Gas 
Light Company. 
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Second Short Course in Gas Meter Testing and Repairing 
at Iowa State College 


A second “Short Course” for gas 
repair men has recently been success- 
fully conducted by the Engineering 
Extension Department of the Iowa 
State College in conjunction with 
the Iowa District Gas Association. 
The course was held in the Chem- 
istry Building of the State College 
at Ames, Iowa, December 5th to 8th, 
inclusive, and was attended by near- 
ly seventy men. 

The instructing staff and general 
plan of the course were much the 
same as that of the first “Short 
Course” held last year. The only 
noteworthy changes were the more 
practical nature of the course and 
the conducting of part of the demon- 
strations and discussions in a sep- 
arate room from that devoted to 
shop work, so that both could be 
carried on simultaneously. By this 
arrangement, it was possible to give 
the inexperienced men the larger 
amount of instruction in testing and 
repairing that they needed without 
interfering with the discussions and 
demonstrations desired by the more 
experienced men. Another change 
along the same line that proved of 
value was the assigning of a thor- 
oughly experienced instructor to each 
group of two men to instruct them 
in each particular part of the work. 
The ratio of experienced men to 
those desiring instruction was such 
that it was possible to carry out this 
arrangement very successfully with- 
out working a hardship on those act- 
ing as instructors. 

As no small portion of the men at- 
tending the course came from small 
gas companies doing either little or 
no testing or repairing, and attended 
specifically to get sufficient instruc- 
tion to enable them to do this work, 
it was essential that the course be 
so arranged as to give them the fun- 
damental instruction necessary to do 
this work intelligently. 

The program of the course was as 
follows: 


PROGRAM 
Second Short Course for Gas 
Meter Men 


Opening of Course—W. H. Mee- 
ker, Prof. Mechanical Engr., Iowa 
State College. 


Outline of Course—D. P. Allen, 
Supt. Distribution, Des Moines Gas 
Company. 


Meter Proving—A. F. Barrett, 
American Meter Co., Chicago, IIli- 
nois. 

Proving and Adjusting of Sprague 
Meters—E. C. Falvey, Sprague 
Meter Co., Davenport, lowa. 

Proving and Adjusting Tin Case 
Meters—Geo. A. Lane, Supt. Meters, 
Peoples Gas Light and Coke Co., Chi- 
cago. 

Tin Case Meter Construction and 
Action—C. E. Stahl, Asst. Megr., 
Peoples Light Co., Davenport, Iowa. 

The Metric Iron Case Meter Con- 
struction—Eugene Metz, Representa- 
tive of Metric Metal Works. 

Sprague “1A” and “D” Type Iron 
Case Meters, Construction and Ac- 
tion—E. C. Falvey. 

Major Repairs of Tin Case Meters, 
Demonstration and Explanation— 
Geo. A. Lane. 

Genera 1 Repairs—- Sprague 1A 
Meter Demonstration and Explana- 
tion—E. C. Falvey. 

General Repairs, Metric Iron Case 
Meters—Eugene Metz. 

Shop Work—For those preferring 
practice in meter testing and repair- 
ing. 

“Four Pointing’”—Geo. A. Lane. 

Botting a Meter Prover—A. F. 
Barrett. 

Meter Records—Robt. F. Galpin, 
Supt. Distribution, Muscatine Light- 
ing Company; Frank Duncan, Meter 
Record Clerk, Des Moines Gas Com- 
pany. 

Meter Shop Layout and Organiza- 
tion—M. S. Tays, Foreman Meter 
Department, Metropolitan Utilities 
Dist., Omaha; Geo. Beattie, Shop 
Foreman, Des Moines Gas Company. 

Handling and Installing Meters— 
C. E. Stahl. 

Meter Shop Kinks, Devices and 
Processes. 

Open Meeting. 

Shop Work. 

Question Box, Meter Troubles— 
D. P. Allen, Chairman. 


Plan for Next Year’s Course—D. 
C. Faber, Chairman. 

Shop Practice. 

Geo. C. Lane, Supt. of Meters, 
Peoples Gas Light & Coke Co., Chi- 
cago, had general supervision of the 
work of instruction, having W. M. 
Rosenia of his meter shop to assist 
him in demonstrating repair work. 
Alfred Barrett, of the American Me- 
ter Company, with his assistant, 
Frank Kepschull, directed the in- 


- 


struction in tin-case meter proving 
and repairing. Edward C. Falvey, of 
the Sprague Meter Co., directed the 
instruction in Sprague Meter prov- 
ing and repairing as well as demon- 
strating the Sprague 1-A and D Type 
of meters. 

Quite a few gas company man- 
agers and gas distribution superin- 
tendents and foremen attended the 
course and took an active part in the 
various discussions, especially those 
dealing with meter records, repair 
costs, shop organization and meter 
repair and test work, as it affected 
general distribution practice. It is 
believed that the course proved of 
as much value to these men as it 
did to those interested mainly in 
meter testing and repairing. 

Various types of meter connec- 
tions, house governors and different 
makes of meters were on exhibition, 
as well as meters showing peculiar 
conditions of corrosion or deposits. 
These proved to be of considerable 
interest. 

Both the American and Sprague 
Meter Companies contributed largely 
to the success of the course through 
the equipment that they furnished 
and through their representatives 
who served on the instructing staff. 

The booklet, “Outlines of Instruc- 
tion in the Testing and Repairing of 
Gas Meters,” that was published 
after the first “Short Course,” proved 
quite useful in supplementing the 
verbal instruction. This booklet 
covers the construction, testing and 
repairing of both tin-case and 
Sprague meters and is partly original 
material developed during: the first 
“Short Course” and partly of ab- 
stracts from Forstall’s “Manual of 
Gas Distribution,” the 1920 Report 
of the Consumers’ Meter Committee 
of the A. G. A. and abstracts from 
various meter company catalogs and 
publications. 

A second edition of this bulletin 
is to be published soon and will be 
available for general distribution and 
may be obtained either from the En- 
gineering Extension Department of 
the Iowa State College or from H. R. 
Sterrett, Sec’y-Treas. of the Iowa 
gineer of the Des Moines Gas Com- 
pany. Additional material developed 
during the second “Short Course” 
will be included in = the publication 
and certain changes made in the ma- 
terial contained in the first edition. 

The entertainment features of the 
course were a smoker at the Ames 
Chamber of Commerce, Wednesday 





\] 


Di 


ev 
evi 
the 
ev 
ins 


mi 
pa 
mi 
fa 
Se 
Wi 
fo 

















December 30, 1922 





AMERICAN GAS JOURNAL 





4 


evening, and a banquet Thursday 
evening. Most of the men attended 
the smoker and spent an enjoyable 
evening playing cards or pool, read- 
ing or just visiting. 

Joe Ainsworth, Manager of the 
Public Service Co. of Ames, had 
charge of the banquet and put it over 
in fine shape. Nearly one hundred 
men attended, including present and 
past officers of the I. D. G. A. and 
men prominent in public utility af- 
fairs of the State. H. R. Sterrett, 
Sec’y and Treas. of the I. D. G. A, 
was toastmaster and introduced the 
following speakers : 

C. N. Chubb, Mfg., Iowa Light & 
Power Co. 

Geo. A. Lane, Supt. Meters, Peo- 
ples Gas Light & Coke Co. 

Joe Carmichael, Director, lowa 
Committee on Pub. Utility Inf. 

Prof. D. C. Faber, Director, En- 
gineering Extension Dept., Iowa 
State College. 

Prof. Royal Holbrook, the speaker 
of the evening, extolled the virtues 
of Iowa to a degree that would cause 
a general migration of population to 
this State if broadcasted. 

The whole affair was thoroughly 
enjoyable. 

It is believed by those familiar 
with the situation that the “Gas Me- 
ter Short Course” fills a very defi- 
nite and important educational re- 
quirement and is well worth con- 
tinuing. Plans are already being 
made for a third “Gas Meter Short 
Course” this coming year. 


Governor Would Abolish 


N. Y. State Commission 

Albany, N. Y.—Governor Alfred 
E. Smith, in presenting his annual 
message to the state legislature rec- 
ommended that the Public Service 
Commission be abolished as now 
formed and stated that he believed 
that the power of regulation should 
be given to individual cities. That 
part of his message which covers 
this question was as follows: 

About thirty years ago, the State, 
through a commission named by an 
act of the Legislature, provided for 
the construction of subway railroads 
in the City of New York. 

In 1907, that commission was 
abolished by the enactment of tfie 
Public Service Commissions law and 
its duties transferred to the Public 
Service Commission. The new com- 
mission exercised supervision over 





construction and also _ regulatory 
powers as to character of service and 
certain supervision over the issuance 
of bonds or certificates of indebted- 
ness of any kind. 

In 1919, the Public Service Com- 
mission for what was known as the 
First District, which was New York 
City, was radically changed by sep- 
arating regulatory powers from su- 
pervision of construction and provi- 
sion was made for a single commis- 
sioner with regulatory powers and 
a single commissioner to supervise 
construction. 


In 1921, the two single-headed 
commissions for New York were 


abolished and there was created in 
their place a single commission com- 
posed of three commissioners. This 
commission, known as the Transit 
Commission, was given power to pro- 
pose routes and supervise new con- 
struction. In addition, it was given 
certain powers of regulation among 
which was the right to fix the fare, 
although the fixation of the fare had, 
prior to that time, been a matter of 
contract between the City of New 
York and the operating companies. 
Power was also lodged in the State 
to cancel contracts between munici 
palities and public utility corpora- 
tions. This enabled the Transit 
Commission to nullify contracts un- 
der which the city by investment of 
its own funds had secured the 
agreement of the railroad company to 
a five-cent fare. I need hardly tell 
you of the violent storm of opposi- 
tion that came practically from a 
united press and from the great ma- 
jority of the people when the State 
divested the municipality of power 
over her own contracts. 

Rapid transit construction is pure- 
ly a municipal enterprise and a mu- 
nicipality is not assisted by the State 
in its conduct of this activity in the 
slightest degree. In every other mu- 
nicipal activity the City of New 
York has always enjoyed a free hand 
to work out the will of her citizens 
through her own elected officials, as 
for example when the Legislature 
empowered the City of New York 
to bond itself for $150,000,000 in or- 
der to provide an adequate water 
supply. The State granted an ex- 
traordinary power to the municipal- 
ity in giving it the right to go outside 
of the city’s corporate limits and 
condemn property for the purposes 
of a water supply. The construction 
of the Ashokan dam was probably 
the foremost piece of. engineering 
work in this country. This great 
work was carried to a successful con- 


clusion entirely under local author- 
ity. 

The City of New York, without 
interference by the State, built all of 
its bridges, its great sewer systems 
and all of its public buildings. Nat- 
urally, the people are unable to un- 
derstand upon what theory the 
State undertakes to supervise the 
construction of its subways. They 
are wholly within the limits of the 
city. They are paid for entirely by 
the city and they do or will in time 
belong to the city and cannot be con- 
sidered as anything other than a 
purely municipal enterprise. 

The Public Service Commission of 
the States exercises regulatory pow- 
ers over all public service corpora- 
tions, except railroads within the 
City of New York. In the fifteen 
years that have passed since the or- 
ganization of the two public service 
commissions, we have had fifty-four 
commissioners and the Public Ser- 
vice Commission has not yet suc- 
ceeded in being much more than an 
object of political patronage. I 
think that I am within the truth 
when I say that the theory in itself 
never commanded a great amount of 
public respect. It makes little dif- 
ference upon what you predicate it 
The people in cities are unable to 
understand why the State interfered 
with the things that they believe t: 
be local to themselves. 

In the last reorganization of the 
State Public Service Commission in 
1921, the people of the State found 
that the control that they exercise 
over their own public _ utilities 
through their franchise agreements 
was taken away from them and vital 
portions of the contracts were nulli- 
fied and the powers formerly exer- 
cised by the cities were transferred 
to the Public Service Commission. 
No defense can be made of this as it 
constitutes an absolute denial of self- 
government and home rule in the 
matter of contracts in all the cities of 
the State. The Public Service Com- 
mission is merely the agency of the 
State for the exercise of police 
power. There is no reason why the 
State should not select a municipa!- 
ity as its agent. To my mind we 
would get a better result. 

In a democracy the people want 
the kind of Government that suits 
the majority and not the kind that 
squares with some principle that has 
in all probability outgrown its use 
fulness. 

The people are thinking more 
about their public affairs than they 
did some years ago and the State 
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can make no mistake by selecting the 
elected officials of the cities to deter- 
mine questions that have to do with 
the welfare of the municipality, such 
as proper regulation of its public 
utilities. 

The people of the State, in the 
fundamental law, have granted to 
cities throughout the State exclusive 
power to pass upon any proposal to 
iay down railroad tracks. Where 
this power rests all other power 
should rest with it to the end that 
there may be no division of respon- 
sibility. It is obvious, therefore, that 
no State commission can take any 
action looking to the construction 
or additions to our subway system or 
railroads in other cities without the 
consent o fthe cities. No proposal 
by a State commission can result in 
actual construction unless that pro- 
posal receives the approval of tlie 
city. This divided power has re- 
sulted in complete deadlock. which 
can be broken only by placing the 
statutory powers in the municipality 
which already has the constitutional 
powers necessary for authorizing 
construction. You cannot give the 
constitutional powers inherent in the 
city to a State commission and, 
therefore, in my judgment, it is nec- 
essary to give the city the statutory 
powers also. Not only do I believe 
that all jurisdiction over the con- 
struction of rapid transit railroads 
should be given to the local authori- 
ties, but I also believe that they 
should have delegated to them the 
State’s police power of control over 
all public service corporations oper- 
ating within their corporate limits. 

There are certain public utilities 
that are not within the confines of a 
single city, as their operations are 
cither between cities or State-wide. 
As to these utilities the State must 
retain its powers of control and regu- 
lation. 

It may also be that some of the 
cities of the State may be unwilling 
to assume the obligations of regula- 
tion. We must not force it upon 
them, as that would again constitute 
an interference with home rule. We 
might, in such cases, say that should 
a city by resolution of its Common 
Council and, in the case of the City 
of New York, by its Board of Esti- 
mate and Apportionment, or after 
referendum to its people, petition the 
State to perform its regulatory ser- 
vice for it, the State should do it 
through its Public Service Commis- 
sion. If a city decides to carry. out 
its own regulation, it should be left 
free to bring into existence by local 
ordinance the board, commission, 


bureau or agency to perform this 
service. 

In order to carry out this policy 
the present Public Service Commis- 
sion should be abolished and power 
given to the Governor to appoint not 
more than three commissioners to 
regulate such utilities as will not be 
regulated by the cities, either be- 
cause they operate outside the cor- 
porate limits of a city or because the 
city may, by proper resolution, re- 
quest the State to do it. 

I recommend that in the prepara- 
tion of the legislation to abolish the 
present Public Service Commission, 
the power heretofore held by cities 
over the terms of their franchises 
be returned to them, where it be- 
longs. 

I further recommend that the 
Transit Commission in the City of 
New York be abolished and all its 
powers with regard to the laying out 
of routes and supervision of con- 
struction be transferred to the Board 
cf Estimate and Apportionment, to 
be exercised by this body through 
any agency which it may select. Its 
regulatory powers should be restored 
to the Public Service Commission 
act, which will contain the provision 
that a city may be the agent of the 
State for carrying out these powers 
unless it should, by proper resolu- 
tion, request the State to relieve it 
of the duty. 

Directly in line with this program 
is the municipal ownership of public 
utilities. 

Public utilities have become so es- 
sential to the life of our great cities 
that the cities themselves should be 
permitted to purchase, build, own or 
operate them when a municipality 
determines this to be in its best in- 
terest. 

As far as transit is concerned, the 
cities should be free to adopt any 
form of conveyance found suitable 
to their needs, whether it be rail- 
roads or omnibuses. This is not the 
introduction of any new and untried 
principle in government. New York 
City now owns railroads and owns 
and operates ferryboats. I am sim- 
ply asking for an extension of the 
principle to all the utilities and for 
all other cities. 

To the people themselves, as dis- 
tinct from their organized communi- 
ties, certain political rights and priv- 
iieges of which they have been de- 
;rived, should be restored. 





Cleveland May Not Have Gas 


After May 1 
Columbus, O.—The city of Cleve- 


land may be without natural gas af- 


ter May 1, 1923. 


The state supreme court in a de- 
cision reversing the Cuyahoga county 
court of appeals, held that the Miller 
law, enacted by the legislature two 
years ago, which provided that no 
public utility could discontinue ser- 
vice in a municipality without first 
obtaining the approval of the state 
public utilities commission, is uncon- 
stitutional insofar as it applies to ex- 
isting contracts and franchises and 
therefore the East Ohio Gas com- 
pany has a right to discontinue its 
service if it so desires. 


The court also held that the gas 
company is uathorized to charge the 
rates which it has filed with the state 
public utilities commission and _ that 
the court of appeals was without au- 
thority to fix a rate pending litiga- 
tion of the disputed question. The 
court of appeals also was directed to 
release the company’s bond which it 
required it to furnish by reason of 
its collecting a higher rate than the 
45 cent rate fixed by the appellate 
court. The city is enjoined from at- 
tempting to put into effect its Decem- 
ber, 1920, ordinance, fixing the rate 
at 35 cents per thousand feet. 


In dissolving the injunction grant- 
ed the city by the appellate court re- 
straining the gas company from with- 
drawing its service, the supreme 
court took cognizance of the suffer- 
ing such a withdrawal at this season 
of the year might bring upon the 
citizens of the city and extended the 
date at which the gas company might 
discontinue its service to May 1, 1923. 


The court’s decision is said to be 
a distinct blow to home rul charter 
cities in that it practically strips 
them of any control whatsoever ove 
utility regulation within their corpor- 
ate bounds. 


Following its decision in the 
Cleveland case, the supreme court 
also ruled that the village of Oak 
Harbor had a right to order the Oak 
Harbor Natural Gas Co. to discon- 
tinue service after expiration of its 
franchise without authority from 
the public utilities commission. The 
iower courts had granted the com- 
pany an injunction against the city’s 
order of removal. 


The city of Lima lost in its appeal 
to the supreme court from the order 
of the state public utilities commis- 
sion fixing natural gas rates in that 
city at $1 a thousand feet up to 5,000 
feet, with a graduated scale above 
that amount. 
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Associated Gas & Electric Company 


Statement of Earnings and Expenses 














MONTH OF NOVEMBER 
1922 1921 Increase Decrease 
Gross Earnings $ 186,988 $ 161,103 $ 25,885 _ 
Operating Expenses and Taxes 112,683 94,310 18,373 —- 
Net Earnings 74,305 66,793 7,512 - 
Less: Renewals and Contingencies 

Reserve 8,036 7,664 372 - 

Gross Income 66,269 59,129 7,140 — 

Fixed Charges 31,244 23,203 8,041 — 
Net Income 35,025 35,926 901 

TWELVE MONTHS ENDED NOVEMBER 30TH 








Gross Earnings 1,946,956 1,707,326 239,630 — 
Operating Expenses and Taxes 1,196,447 1,172,468 23,979 — 
Net Earnings 750,509 534,858 215,651 - 
Less: Renewals and Contingencies 
Reserve 94,660 81,801 12,859 — 
Gross Income 655,849 453,057 202,792 — 
Fixed Charges 324,814 256,764 68,050 = 
Net Income 331,035 196,293 134,742 ~ 
*** *** x kK * 
Earned on Preferred Stock (per share) $17 25 $10.23 $7.02 - 





Kirksville Co. Adds to Water 


Gas Apparatus 

The Kirkville Gas, Heat & Elec- 
tric Company of Kirksville, Missouri, 
rebuilt their gas plant quite com- 
pletely several years ago and installed 
a new 4 ft. 6 in. water gas set and 
auxiliary equipment which was built 
by the Gas Machinery Company, 
Cleveland, Ohio. 

The ever-increasing demand for 
gas in Kirksville has rendered their 
old 4 ft. stand-by set inadequate for 
present needs and the gas company 
has accordingly placed an order 
with the Gas Machinery Company 
for a new 4 ft. 6 in. water gas set 
complete with air and steam me- 
ters, reverse steam connections, 
operating platform and auxiliary 
equipment, which will be erected 
alongside of the 4 ft. 6 in. gas 
machinery set installed a few years 
ago. 

The new set will go in the existing 
building and will enable the gas com- 
pany to operate more economically as 
well as continue to give the very best 
of service. 





Prairie Oil and Gas Acquires 
Rich Holdings 

The Prairie Oil & Gas Company 

has acquired the 40 per cent hold- 

ings of Hazlett and West in the Ka- 

soming Oil Company. The Kasoming 

has assets valued at about $10,000,- 











000, owning about six hundred acres 
of producing leases in Salt Creek, 
Mahomey Dome and Lost Soldier 
fields of Wyoming and considerable 
acreage in Montana. 

The consideration was something 
around $4,000,000, but it is under- 
stood that Messrs. Hazlett and West 
accepted an interest inthe acquiring 
company. 


Publicity Man for Gas Com- 


pany Dead 

Frank Kivel, for the past five 
years publicity manager of the 
Denver Gas and Electric Light 
Company, is dead, aged 42. 

Mr. Kivel was a native of New 
Hampshire and came to Colorado 
suffering with tuberculosis. He 
made a game fight, but the dread 
disease had obtained too strong a 
hold to be shaken off. He was a 
director in the Denver Advertising 
Club, the University Club and on 
the Publicity Committee of the Na- 
tional Electric Light Association. 

Interment was in Old New 
Hampshire, at Dover. 


Gas Men Elected Aldermen 
Messrs. C. L. Dunn and R. E. 
Pierce were victorious at the muni- 
cipal election at Northampton. Both 
Mr. Dunn and Mr. Pierce are mem- 
bers of the Northampton Gas Light 
Co. and were elected aldermen from 
Wards 5 and 6, respectively. 














Gas Company Buys Light 
Plant at Clifton Springs 
Auburn, N. Y.—Announcement is 

made that the Empire Gas & Elec- 

tric Company has acquired the Clif- 


_ ton Springs Municipal lighting plant, 


the deed having been passed and re- 
corded. The electricity for the vil- 
age owned plant has been furnished 
by the Empire Company for some 
months, the current having been car- 
ried from Phelps over a transmis- 
sion line. 

The Empire Coke Company, an in- 
terlocking corporation with the Em- 
pire Gas & Electric Company, has 
filed a certificate with the secretary 
of state authorizing an increase in 
its capital stock from $2,150,000 to 
$3,300,000. The papers were filed at 
Albany by Lansing G. Hoskins, at- 
6torney for the Empire Company. 

Although a separate corporation, 
the Empire Coke Company holds all 
the common stock of the Empire 
Gas & Electric Company, while the 
latter owns all the property aside 
from the stock that was formerly 
owned by the former. It is stated 
that part of the new stock will be 
distributed 


among shareholders in 
payment of passed dividends. 
In 1920 the common stock re- 


ceived 1% per cent, in 1921 it paid 
3 per cent, and in 1922, 6 per cent. 
The earnings of the company vastly 
increased as a result of the high 
prices of anthracite coal which en- 
abled the company to market its coke 
at good prices. 


w~Wy 


Minneapolis to Pay 4 Cents 
More for Gas 
Minneapolis, Minn.—Minneapolis 
will pay 4 cents more per 1,000 cu- 
bic feet of gas in the next four 
months, beginning January 1, the re- 
port of gas company of the holder 
cost of gas having been found cor- 
rect, A. D. Meeds, city gas inspec- 
tor, has reported. The new price 
will be $1.03. The check of the 
company’s report was made by the 
city attorney, city statistician, the 

gas inspector and accountants. 


Overbeck Heads Bowling 


Team 

Edward F. Overbeck has recent- 
ly been elected as manager of the ° 
bowling team of the Gloucester Gas 
Light Co. and he immediately called 
for candidates to try out for the 
team. Twenty men immediately re- 
sponded. Already several matches 
have been arranged with other gas 
companies and industrial teams. 




















—otenieatiinnien inated 
SL 
er eeiermemnenenene 














AMERICAN GAS JOURNAL 


January 6, 1923 








Tampa Gas Company in 
Record Growth 

The history of the Tampa Gas 
Company, during the quarter of a 
century of its existence, affords an 
interesting example of commercial 
success achieved through service, in- 
dustry and appreciation of the in- 
terests of its valued consumers. 

It was organized in 1895, by Ed- 
ward Manrara of New York, Albert 
J. Boardman of Minneapolis, Minn., 
and Col. Peter O. Knight of Tampa. 
Edward Manrara was the first presi- 
dent of the company, and Colonel 
Knight the first secretary and treas- 
urer. The capital stock of the com- 


‘ pany, as provided in the charter at 


the time of organization, was $150,- 
000. During the first 15 years of the 
life of the company its activities 
were restricted to the more impor- 
tant downtown districts, and practi- 
cally confined to those of Tampa's 
citizens who were experienced in the 
use of gas. However, early in 1911 
the possibilities of the gas industry in 
Tampa attracted the attention of 
John Gribbel, David J. Collins and 
John D. Shattuck, all experienced gas 
men, recognized in the industry as 
eminently successful operators. Aft- 
er these gentlemen had made an ex- 
haustive investigation they were con- 
vinced that Tampa was just enter- 
ing an era of wonderful develop- 
ment, and was destined to grow into 
one of the most important cities of 
the Southeast, and therefore afforded 
a splendid opportunity for conserva- 
tive investment. In support of their 
opinion they, together with Col. 
Peter O. Knight and Rosco Nettles, 
purchased the interests of the original 
stockholders. 

Soon after taking over the prop- 
erty of the gas company, they 
adopted service as the prime motive 
of the business. In line with this 
policy an extensive plan of develop- 
ment and improvement was inaugu- 
rated and carried out which has re- 
sulted in increasing the number of 
gas consumers from 1,480 to over 
9,000, and the workers employed in 
the industry from 6 to 84. From the 
slender twig of 1911 a mighty tree 
has grown that not only spreads over 
Tampa, but covers most of West 
Tampa and a great many of the 
suburbs not within the corporate lim- 
its of the city. The original capital 
stock of the company, $150,000, was 
considered adequate in 1895, requires 
at the present time a capital of $1,- 


350,000 ; $500,000 of which is pre- 
ferred and $850,000 comomn stock. 
For the year ending Dec. 31, 1912, 
the gross income of the company 
amounted to $136,719.92. This 
amount, compared to the gross in- 
come of $463,157.18 for the year end- 
ing Dec. 31, 1921, shows an increase 
ot 238.76 per cent. 

This splendid growth and expan- 
sion of the gas company reflects the 
wonderful development of Tampa 
during the past 10 years, and sup- 
ports the good business judgment of 
the owners of the company when, a 
decade ago, they decided to make 
the purchase. The interests of 
Tampa and those of the gas com- 
pany are identical; one cannot pro- 
gress to any great extent without the 
other, and as the city has enjoyed 
an unprecedented growth for the past 
two years, the demands for gas 
service has taxed the resources of 
the company. Only recently it was 
necessary to issue $500,000 in pre- 
ferred stock in order to provide the 
funds to increase the manufactur- 
ing capacity and some of the most 
essential main extensions to meet 
the insistent demands of the new 
consumers. 

The present officers of the Tampa 
Gas Company are: John Gribbel, 
president, David J. Collins, vice- 
president and treasurer ; Rosco Net- 
tles, secretary and general manager, 
and John D. Shattuck, engineer. 

Upon being asked for a brief state- 
ment regarding the affairs of the 
company Rosco Nettles, the efficient 
general manager of the company, 
says that during the 20 years he has 
been connected with the company, 
there has never been a time when 
gas has not been supplied to the con- 
sumers of Tampa. Or, in other 
words, gas has never been off the 
town. Even during the war period 
when fuel was rationed and the 
scarcity and high cost was respon- 
sible for a number of gas companies 
suspending service temporarily, and 
many of them even forced into re- 
ceiverships, the Tampa Gas Com- 
pany, by exhausting every resource 
and resorting to the strictest econo- 
mies, was able to provide for the 
demands of its consumers. Mr. Net- 
tles says that the consumers them- 
selves were largely responsible for 
this remarkable record during these 
trying times, as they, being advised 
of the true conditions, co-operated 
in every possible manner, and cur- 





tailed their gas consumption to actual 
necessities, and their modest demands 
were a great help to the company 
ir. meeting the situation. He is grati- 
hed to inform the patrons of the 
company that many improvements 
are being effected at the manufactur- 
ing plant, and a great deal of ex- 
pensive machinery is being installed 
which will facilitate the supply of 
gas necessary to provide for the rap- 
idly increasing business. As there 
only remains one month of the pres- 
ent year, continued Mr. Nettles, it is 
safe to assume that 1922 will be the 
most prosperous year in the history 
ot the Tampa Gas Company ; regard- 
less of the fact that during the first 
part of the year we went through 
a series of industrial disturbances 
which seriously affected every line of 
business in Tampa, and the gas com- 
pany being one of the largest as re- 
gards the number of patrons and vol- 
ume of business, was affected rela- 
tively. However, after all strikes 
were settled and conditions locally re- 
gained normalcy, our business re- 
flected the general prosperity of our 
splendid city. In Mr. Nettles’ opin- 
ion, Tampa has felt the financial de- 
pression that has prevailed over the 
country for the past four years, less 
than most any other city, as reference 





A. G. A. Accounting Section 
Meetings 

Recent meeting of four committees 
ot the Accounting Section brought to 
A. G, A. headquarters a representa- 
tive gathering of some of the best 
known accounting men in the in- 
dustry. Meetings weer held of the 
sudget, Fixed Capital Records, Cus- 
tomers Accounting and Relations 
with Customers Committees, with an 
attendance of the following: F. H. 
Patterson, H. C. Davidson, J. W. 
Heins, G. E. McKana, Edward Por- 
ter, L. E. Sanderson, B. P. Shearon, 
P. M. Scott, S. S. Wilbur, H. J. 
LaWall, A. C. Klein, F. L. Conrad, 
E. L. Heyser, C. L. Nelson, C. A. 
Schlegel, William Wurth, W. A. 
Doering, T. R. Clayton, DeWitt Clin- 
ton, H. F. Frey, A. R. Kellar, H. F. 
Hutcheson, W. G. Murfit, Otto Price, 
Hi. C. Schaper, P. D. Warren, A. A. 
Wilbur, A. L. Tossell, A. M. Boyd, 
J. M. Curtin, J. DeMaine, G. M. 
Hergesheimer, Joseph Lucena, R. A. 
Pettingill, O. F. Potter, J. M. Rob- 
erts, J. M. Scott and A. F. Short. 








